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ABSTRACT
Product placement in movies is currently very 
popular in U.S. and Thai movies. Many companies attempted 
to negotiate with filmmakers so as to allow their 
products to be placed in their movies. Hence, the purpose 
of this study was to gain more understanding of how the 
products were placed in movies in the United States and 
Thailand.
Content analysis was used to determine the role of 
product placement in movies in these two countries. The 
sample was chosen from ten U.S. and ten Thai movies which 
drew the most revenue between Year 2000 and Year 2006. 
These movies were examined regarding the number of 
products/brands placed, product categories, and target 
market.
From the data, product placement in U.S. and Thai 
movies had both similarities and differences. For 
instance, U.S. movies had more product placements than 
Thai movies. Moreover, most product categories in U.S. 
movies were automobiles, electronics, and beverages while 
most product categories in Thai movies were beverages, 
automobiles, and food. In addition, the target market of 
U.S. movies was young-adult while the target of product 
placements in Thai movies included young-adult and 
teenager.
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CHAPTER ONE
BACKGROUND
Introduction
"Product Placement (PPL) is a marketing tactic where 
branded products are featured in a movie, television 
show, music video, video game or book. Typically, the 
product or logo is shown, or favorable qualities of the 
product are mentioned" (Wikipedia, 2006) .
Using product placement in television and movies has 
become more popular. The value of product placement was 
now becoming the three-billion dollar industry (PQ Media, 
2006). Television programming has also become one of the 
most attractive and effective ways for product placement. 
Due to the improvements in technology today, consumers 
can view the programs whenever'they need. The technology, 
such as TiVo allows the TV setup to automatically record 
particular television programs (Chalk, 2006). Also, 
viewers can watch television programs without any 
advertisements. Therefore, to respond this situation, 
advertisers use the product placement to attract 
advertising directly into a television scene to target 
consumer (Newell, 2006).
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In a movie or television, companies expect to get 
high profits when they use the main character to show 
their products (Tallim, 2002). For example, when Will 
Smith and Tommy Lee Jones were shown wearing Ray-Ban 
sunglasses in the movie "Men in Black," Ray-Ban's sale 
had increased to $5 million (Tallim, 2002). Another 
example, the sales of Red Stripe Beer increased 50% in 
the U.S. after the product was shown in the movie "The 
Firm" (Tallim, 2002)
Problem Statement
Product placement has been in movie industry for a 
long time. It has become a main player in movie industry 
since early 1980s when Steven Spielberg used in the movie 
"E.T. The Extra-Terrestrial. After this film released in 
1982, Reese's Pieces' sale increased around 65% (Kinney & 
Sapolsky, 1994). Today, product placement is now popular 
in Hollywood films and television series (Greenfield, 
2006). In 2004, the product placement's market value in 
all media has $3.5 billion and is expected to reach $4.2 
billion next year. Especially in television section, it 
has grown more than 46% (economist.com, 2005). In 
addition, many Hollywood studios and consumer product 
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companies have set up the new department that specially 
examines this method. In conclusion, today product 
placement has become a major part of the movie business 
(Brook, 2000).
In addition, nowadays, the form of most product 
placements is barter deals. Many companies place their 
products in a movie by using cross-promotional ad 
campaigns (Epstein, 2006).
In Thailand, advertisers also use product placement 
to present their products. Product placement are often 
used in television series and movies (Christopher, 2005). 
The format for product placement in Thai movies includes:
1) Visual-only format that shows only products used by 
the actor/actress.
2) Audio and visual format that shows both products and 
its brand (Sermyos, 1999).
In Thailand, product placements in movie are used to 
reduce production costs rather than created additional 
revenue for their movie (Christopher, 2005). Therefore, 
producers have to create movies depends on sponsor's 
needs rather than produce in creative content (Yuthmanop, 
2005). Despite the force to satisfy the sponsor, product 
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placement are used to create brand awareness, to build 
brand image, and to develop brand recall (Sermyos, 1999).
Due to the current economic downturns, product 
placement has more popular because it becomes a source of 
income and having products as props (Sermyos, 1999).
In addition, filmmakers in the U.S. have the power 
to determine what products are to be placed. On the other 
hand, in Thailand, product manufacturers influence to 
what will be placed in films and television series 
(Christopher, 2005).
For several decades, many researches have 
investigated the effectiveness of product placement in 
movies and consumers' attitudes in different cultures 
(Gupta & Gould, 2003). For instance, Smith examined the 
appearance of products (2003), such as the type and the 
visibility of products placed in the movies in one 
country. However, there has been little research relating 
to the presence of product placement in movies across 
different cultures.
Research Purpose
Hence, given the above information, the purpose of 
this research was to compare the presence of product 
4
placement in movies across two different cultures, namely 
the U.S. and Thailand. In particular, this research 
examined the frequency of product placement in movies, 
the position of product placement in movies, and the 
target audiences in the U.S. and Thailand.
Research Objectives
Specifically, the research objectives were as 
follows:
1. Determine how many products were placed in the 
U.S. and Thai movies.
2. Determine the types of product categories 
placed in U.S. and Thai movies.
3. Determine the most prevalent product brands 
placed in U.S. and Thai movies.
4. Determine how the products were used in U.S. 
and Thai movies.
5. Determine the target audiences for U.S. and
Thai movies selected.
Organization of the Thesis
This project was divided into five chapters. Chapter
One provided an introduction of the role of product 
placement as well as the needs and purposes of the 
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research. Chapter Two portrayed the relevant literature 
regarding product placement in U.S. and Thai movies and 
presented an overview of the advertising industry in both 
countries. Chapter Three described the methodology used 
in the research while Chapter Four presented the results 
of data collection. Finally, Chapter Five rendered the 
conclusions and implications of the findings.
Scope and Limitations of the Project
The scope of this project encompassed the role of 
product placement in movies in the U.S. and Thailand. 
Content analysis was used as the methodology to obtain 
and analyze the data. However, the limitation of this 
study was its narrow sample of 10 American and 10 Thai 
movies that were listed on the Box Office charts between 
2000 and 2006.
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CHAPTER TWO
REVIEW OF THE LITERATURE
Introduction
In the U.S., the advertising and marketing industry 
is a big industry. It is used to create advertisement, 
direct marketing, public relations, sales promotion, and 
media sales service (First Research, 2006). There are 
30,000 companies with the total annual revenue of $60 
billion (First Research, 2006).
The industry can divide into three sections; 30 
companies with annual revenue over $100 million, one 
hundred and twenty companies with annual revenue between 
$25 and $100 million, and six thousand companies with 
annual revenue over $1 million (First Research, 2006).
In addition, advertising companies mostly create TV 
program, audio, and print media and put advertisement in 
these media (First Research, 2006).
At present, viewer can choose whatever advertisement 
they want to watch. Therefore, advertisers try to choose 
their strategy to specific in the group of target 
audience and by specifying certain target groups, such as
7
cable network viewers and Internet users (Comcast
Spotlight, 2006).
According to the research, at least 50 percent of 
the overall television advertisement is not added value 
to advertisers (realmedia, 2006) . In addition, 
advertisers expect that this situation is increasing due 
to TiVo Effect (realmedia, 2006).
After iTV was launched in the U.S., the cable 
providers have to fight back the TiVo effect in order to 
prevent the possible decrease of the ads spending in the 
future. As a result, most of the cable providers are now 
offering their consumers free DVRs (realmedia, 2006).
The Source Credibility Model
Based on the study of the influence of different 
sources on receivers' attitudes, marketers must 
understand the definition of attitude as well as the 
Source Credibility Model. The model describes the 
endorser's effectiveness towards changing receivers' 
attitudes (Hovland, Janis, & Kelly, 1953).
According to Mueller (1986, p. 3), "attitude is
(1) in affect for or against, (2) an evaluation of,
(3) like or dislike of, or (4) a positive or negative 
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response towards a psychological object." Attitude is 
involved in consumers' decision-making process.
According to "Theories of attitude change" by 
Chester (1967), regarding to Hovland, Janis, & Kelley 
(1953), the process of acquisition of a receiver's new 
attitude is composed of three factors including 
attention, comprehension, and acceptance.
The Source Credibility Model (Hovland, Janis, & 
Kelley, 1953) describes the tendency of receiver's 
acceptance in sources or communicators. The source 
character can be divided into two forms. First, is 
expertness that depends on the scope of knowledge or 
ability of the endorser (Hovland, Janis, & Kelley, 1953). 
Second is trustworthiness that is the level of endorser's 
reliability.
Furthermore, regarding to "communication and 
persuasion" by Hovland, Janis, & Kelley (1953), according 
to Kelman & Hovland (1953), a positive source has the 
most influence on the receiver's attitude, followed by an 
endorser perceived neutral or negativity.
In addition, receivers do not attention or accept 
the source that they have unfavorable attitude with 
(Hovland, Janis, & Kelley, 1953). Therefore, marketers 
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need to find endorsers that receivers of the message can 
relate to.
However, if receivers lack interest or have no 
purchase intention regarding the product or service, a 
credible source has a short-term influence on receivers' 
attitudes rather than long-term (Jamieson, 1985) .. Results 
indicate that a source that has expertness, and 
trustworthiness affect receivers' attitude change 
(Hovland, Janis, & Kelley, 1953). Additionally, endorsers 
with high credibility have more influence on consumers' 
attitudes than endorsers with low credibility (Hovland, 
Janis, & Kelley, 1953). Moreover, receivers accept a 
message immediately with a highly credibility source 
(Hovland, Janis, & Kelley, 1953) than one with low 
credibility.
Attitudes toward the Advertising, Brand 
Attitude, and Purchase Intentions
According to Mackenzie, Lutz, and Belch (1986, 
p. 130-131), "Attitudes toward advertising is defined as 
a predisposition to respond in a favorable or unfavorable 
manner to a particular advertising stimulus during a 
particular exposure occasion."
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Figure 1 shows the relationship between attitudes 
toward the advertising, product attributes, attitudes 
toward brand, and attitude toward act of purchasing.
Source: Mitchell & Olson (1981, p. 327)
Figure 1. Mediators of Advertising Content on Cognitive
Variables
The process indicates that attitudes toward the 
advertising and product attributes affects attitude 
toward brand and attitude toward act of purchasing 
(Mitchell & Olson, 1981) that has been found to be 
positively correlated to one another (Mitchell & Olson, 
1981). Moreover, regarding to "An Exploratory 
Investigation of Attitude Toward the Website and the 
Advertising Hierarchy of Effects" by Poh & Adam (2002), 
according to Franzen (1997, p. 125) notes that 
"Likeability is not a guarantee for persuasion, nor is it 
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absolutely necessary or sufficient to achieve it, but 
likeability certainly could reinforce the effect of 
advertising." Therefore, likeability influences the 
receiver's attitude toward advertisements (Poh & Adam, 
2002) .
Meaning Transfer Model
According to McCracken (1989, p. 310), the celebrity 
endorser is defined as "any individual who enjoys public 
recognition and who uses this recognition on behalf of a 
consumer good by appearing with it in an advertisement."
MEANING MOVEMENT AND THE ENDORSEMENT PROCESS
Culture Endorsement Consumption
- objects 
persons 
context
role 1
2 I
u
celebrity celebrity product product
Stage 1 Stage 2 Stage 3
Key: - path of meaning movement 
□ . = stage of meaning movement
Source: McCracken (1989, p. 315)
Figure 2. Meaning Transfer Model
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Figure 2 shows the process of Meaning Transfer Model 
that has three stages including the Culture Stage, the 
Endorsement Stage, and the Consumption Stage.
Stage 1 indicates the source meaning transfer to the 
role of celebrity. Then, stage 2 shows the role of the 
celebrity endorsing product attributes through an 
advertisement. In the final stage, product attributes 
transfers positively to consumers (McCracken, 1989).
The meaning of celebrity includes age, social 
status, gender, personality, lifestyle, and class and 
influences the effectiveness of endorsers (McCracken, 
1989). According to the source credibility model 
(Hovland, Janis, & Kelly, 1953), the highly credible 
sources have more influence to change consumers' 
attitudes than low credible sources. Therefore, 
celebrities have more potential than an unknown actor and 
model (McCracken, 1989) in changing consumer attitudes in 
favor of the brand.
Product Placement Overview
According to sourcewatch (2006), "Product placement 
is a form of advertisement, where branded goods or 
services are placed in a context usually devoid of ads, 
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such as movies, the story line of television shows, or 
news programs."
Product placements are charged according to the 
exposure rate, which can be measured by the frequency of 
the product shown in the movie, the duration of the 
product display, and the degree of how much the products 
included in the story line (Allexperts.com, 2005).
Product placements can happen in three ways. The 
product can be displayed simply because the character in 
the movie uses it. It can also happened because it is 
arranged to serve as compensation. Lastly, it is prepared 
to happen due to the financial agreement (Katherine, 
2006).
In addition, in the United States, filmmakers prefer 
to invite advertisers to put product in their film 
because advertisers help them to promote the film (Zazza, 
2006).
For example, Reeses sales were rising considerably 
due to Hershey's promoting that what E.T. was holding in 
its hand in the movie was Reeses. After watching the 
movie, kids asked their mom to buy them the candy so that 
they could attract an E.T. like that they did in the 
movie (Zazza, 2006).
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Another form of product placement today is the 
lifestyle segment that lasts four minutes for free 
content. This lifestyle segment features the brand's 
spokesperson talking about the product's features and 
benefits communicating with the target audience (Graser, 
2006). The marketer designs the presentation style of the 
product including selecting the appropriate presenter for 
their products, the script, and the setting (Graser, 
2006).
In the present, product placement has become one of 
the most popular advertising tools. The product displayed 
in the movie or television shows is not limited to only 
food or drinks. A wide range of branded products can be 
from clothing brands, cellular phones, automobiles, to 
various types of services such as dating service and 
airlines (Katherine, 2006).
A part of the popularity of product placements 
derives from the influence of a new technology. With 
TiVo, the audiences can skip all the advertisements and 
watch only the television shows they want (PQ Media, 
2006). To react the situation that the ad-skipping 
technology can bring the end to the traditional media, 
marketers worldwide prefer spending more on product 
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placements. Besides, the government does not financially 
support the media as much as the previous era. Therefore, 
product placement has become the effective alternative 
choice for marketers (PQ Media, 2006).
Product placement has become more and more popular. 
In 2005, the product placement in television, film, and 
other media reached $2.21 billion (PQ Media, 2006). As a 
result, advertising strategies in product placement are 
incresing. Marketers tend to turn away from barter to 
added-value models (PQ Media, 2006).
According to PQ Media 2006, product placements in 
the United States are by far the world's largest market. 
In Europe, the process of the changing from the 
traditional advertising to product placements is slow due 
to the regulations in the reviewing process, whereas in 
Asia where there is only vague regulation, the shift is 
swift in nature.
PQ Media Global Product Placement Forecast stated 
that if non-paid placements are included in the revenue 
calculation, the total value of product placement 
worldwide would be $5.99 billion in 2005.
Based on the information reported by Reuters in 
March 2006, television stations are facing the increasing 
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pressure regarding the advertising revenue; therefore, 
they are opened more to product placement and accept 
sponsors' products into news programming in exchange for 
financial support. It is reported that in April 2006 two 
thirds of advertisers employed product placement 
(Eggerton, 2006).
Therefore, the understanding of the advertising and 
marketing industry conditions the nature of product 
placements especially in movies would support the source 
credibility model (Hovland, Janis, & Kelley, 1953). 
Further, attitudes toward the brand and purchase 
intentions (Mitchell & Olson, 1981) and Meaning Transfer 
Model (McCracken, 1989) could explain how movie viewers 
are attracted by actors in different countries and how 
attitudes toward the actor affect brand attitudes and 
result in purchase intentions.
17
CHAPTER THREE
METHODOLOGY
According to Mike Palmquist (2006), "Content 
analysis is a research tool used to determine the 
presence of certain words or concepts within texts or 
sets of texts". Researchers can analyze the text by 
several ways, such as counting how many times certain 
words are spoken or mentioned or trying to capture the 
relationship between particular words and concepts. There 
are variety types of text including; books, essays, 
interviews, discussions, newspaper headlines and articles, 
letters, historical documents, speeches, conversations, 
advertisements, movies, or any kinds of communicative 
language (Palmquist, 2006).
To conduct a content analysis, texts have to be 
coded by well-trained coders. Texts are categorized into 
certain groups and then are examined by researches using 
content analysis methods, either conceptual analysis or 
relational analysis depending on the nature of a 
particular research (Palmquist, 2006).
Therefore, to analyze product placement, the 
researcher employed content analysis to gain information 
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as specified by the objectives of the study in U.S. and 
Thai movies.
Instrument
Research of films reported by the Grand Rapids 
Institute (2003) used four main factors to examine the 
product usage. The four main factors comprised the 
frequency and normalization of product placement in 
films; target audiences particularly teen and young 
adults, cross-promotion of products by parent companies, 
and the development of films as commercials.
Therefore, using a modified version of the 
instrument, the researcher designed a data table to 
collect information about product placement in U.S. and 
Thai movies. To collect the data, the researcher divided 
the table into five sections. The first section was the 
number of products placed in movies. The second section 
was the types of product categories placed in movies. The 
categories used by industry center (2006) were employed 
and consisted of
• Product category 1: Beverage
• Product category 2: Travel and Entertainment
• Product category 3: Electronic
19
Newspaper
Product category 4 : Automobiles, Truck, and RV
Product category 5: Foods, Restaurants, and
Fast foods
Product category 6: Consumer products,
servicesi, and retail. stores
Product category 7 : Clothing^ Bags, Watch,
Shoes
Product category 8: Cigarettes
Product category 9: Health service and Hospital
Product category 10: Stationeries, DVD,
Product category 11: Hotel
Product Category 12: Cosmetics
Product category 13: TV Stations, show, and TV
programs
Product category 14: Furniture
Product category 15: Banking and Financial
service
Product category 16: non-profit institutions
The
products
position
third section analyzed the brand names of the 
placed in movies. The fourth section was the 
of product placed being used. The product placed 
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could be in the foreground where the actor was using or 
talking about it or in the background such as a car 
parked or in some back parts of the scene. The last 
section was the target audience of movies. The number and 
types of products placed might be influenced by the 
target audience of the film, and this characteristic was 
also examined. Therefore, target audience was divided in 
two types; Teens (under 25 years old) and Young-adults
(25 years old and older), and was determined based on the 
types of products in the movie (Smith, 2003) . Descriptive 
statistics were employed to analyze the data.
Sampling Procedure
Population: The population included movies from the 
U.S. and Thailand. The sample consisted of 10 U.S. and 10 
Thai movies between 2000 and 2006 based on their 
generated revenue, which was the success indicator for 
choosing the movies. The selected movies were chosen from 
all-time U.S. and Thai Box offices revenues (Internet 
Movies Database, 2006) when comparing the characteristic 
of product placements between the two countries. The 
selected movies and their revenues were shown in table 1.
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U.S. Movies
Table 1. List of United States and Thai Movies
Titles Revenue (Unit: Dollars)
Spider-Man (2002) 806,700,000
The Da Vinci Code (2006) 749,536,138
War of the Worlds (2005) 591,377,056
King Kong (2005) 547,051,260
Bruce Almighty (2003) 458,900,000
X-Men: The Last Stand (2006) 455,260,014
Ocean's Eleven (2001) 444,200,000
Meet the Fockers (2004) 432,667,575
Mr. & Mrs. Smith (2005) 427,936,103
Men in Black II (2002) 425,600,000
Source: U.S. Box Office, Internet Movies Database, Inc 2006
Thai Movies
Titles Revenue (Unit: Baht)
Turn Yum Goong (2005) 181,400,000
The Holy Man (2005) 138,000,000
Fan Chan (2003) 137,000,000
Gun & Moon (2001) ’123,000,000
Shutter (2004) 110,000,000
The BodyGuard (2004) 100,000,000
Onk Bag (2003) 99,000,000
Iron Ladies (2000) 98,000,000
Close Friend (2005) 82,000,000
Jaeew (2004) 78,000,000
Source: Thai Box Office, Internet Movies Database, Inc 2006
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CHAPTER FOUR
RESULTS AND DISCUSSION
Introduction
This Chapter provided the results from the data 
collected and was divided into two sections: 1) the 
results from U.S. Movies, and 2) the results from Thai 
Movies.
Results from United States Movies
Table 2. The Number of Product Placements
Name Sp
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Movies 1 2 3 4 5 6 7 8 9 10
Number of 
product placed 37 36 15 18 13 42 31 52 36 24 304 30.4
Table 2 shows that the number of product placements 
used in each movie totaled 304 products, an average of 
30.4 products per movie. Furthermore, the highest number 
of product placements was 52 products in the movie, "Mr. 
and Mrs. Smith," while the lowest number of product
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placements were 13 products shown in "X-Men: The Last
Stand."
N=304
Table 3. Product Placement by Categories
Product Categories Number
Mean
N=10
Mean per total
Product Placement
N=304
Beverages 41 4.1 0.135
Travel/Entertainments 17 1.7 0.056
Electronics 47 4.7 0.158
Automobiles 54 5.4 0.178
Foods 33 3.3 0.109
Consumer
Products/Services/Retail 
stores 15 1.5 0.049
Clothing 31 3.1 0.105
Cigarettes 1 0.1 0.003
Health services 4 0.4 0.013
Stationeries 14 1.4 0.046
Hotels 10 1 0.033
Cosmetics 3 0.3 0.010
TV stations/Shows 13 1.3 0.043
Furniture 9 0.9 0.030
Banking/Finance 2 0.2 0.007
Non-profit Institutions 10 1 0.033
Total 304
Table 3, it showed that there were 16 product 
categories shown in U.S. movies. The most popular product 
categories were "automobiles." There were 54 automobiles 
in the 10 movies, an average of 5.4 products per movie.
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In addition, it accounted for 17.8% of total product 
placement.
The least popular product category placed in U.S. 
movies was "cigarettes" which was presented only one time 
in 10 movies, an average of 0.1 products per movie. In 
addition, it accounted for 0.33% of total product 
placement.
Table 4. Position of Product Placements being used in
United States Movies
N=304
Position Number
Mean
N=10
Mean per total.
Product Placement
N=304
Background 111 11.1 0.365
Foreground 193 19.3 0.635
Table 4 illustrates the division regarding the 
position of product placements being used in U.S. movies; 
Foreground where the actor was using or talking about it; 
and, Background such as a car parked or some part of the 
scene.
The data showed that there were 111 products or
36.51% of total products placed in the background
25
position of movies or 11.1 products per movie
Furthermore, there were 193 products or 63.49% of total 
products placed in the foreground.
Table 5. Position of Product Placement by Categories
Product 
Categories Position Number Brands
Beverages
Foreground 29
Dr. Peppers, Tropicana, Maker's 
Mark, Nount Gay, Tanqueray, 
Moet&Chandon, Beck's, Bombay 
Sapphire, Martin's Rossi, Mountain 
Valley Spring Water, Johnny 
Walker, Ramlosa, Finlandia, 
Stolichnaya, Ketel One, Corona, 
Moutain Dew, Sanka, Guinness, Jack 
Daniel, Pepsi, Martin's Rossi,
Background 12
Budweiser, Carlberg, Coca-Cola,
Starbucks, S. Pellegrino, Absolut, 
Gray Goose, Samuel Adams,
Michelob, Maxwell House,
Travel/Enter 
tainment Foreground 6
Disney, Chevron, Mickey Mouse, 
Adecco, Dynamex, Yantzee
Background 11
USPS, ADT, Louvre, SpongBob, 
Ringling Bros, Universal Studio, 
Emmit's Irish Pub, RKO Pictures
Electronics
Foreground 28
Quest, Magnum, Motorola, 
Panasonic, Apple, Sony, Nokia, 
HID, Plantronics, Philips, 
Nintendo, Honeywell, Beretta, 
Glock, Samsung, Planar, 
HecklerSKoch,
Background 19
Palm, Quest, Cingular, LG, TDK, 
Sony, Samsung, Panasonic, Surgex, 
Robosapien, Dell, Sprint, Philips, 
Pioneer, Virgin, Kodak,
Automobiles/
Trucks
Foreground 50
Cadillace, Jaguar, Chrysler, Alfa 
Romeo, Mercedes, Volkswagen, 
Posche, Rolls Royce, Fish Tires, 
GMC, Lincoln, Chevrolet, Saleen, 
Ford, VW Thing, Fleetwood, Jaquar, 
Pontiac, BMW, Citroen, Land Rover, 
Haryley Davision, Peugeat, 
Renault, Smart, Toyota, Dodge, 
Jeep, Mazda, PATH Train, Plymouth, 
Bentley, Hummer,
Background 4 Havoline, STP, Fleet,
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Product 
Categories Position Number Brands
Foods
Foreground 17
Mcdonald's, Ben&Jerry's, Krispy 
Kreme, Underwood, Sun-Maid, 
Orville Redenbacher, Dunkin's 
Donuts, Twister, Dole, Tootsie 
Roll) Pepperidge Farm, Skippy, 
Nestle, Tabasco, Crown Prince,
Background 16
Baskin-Robbins, Lay's, Check Full 
O'Nut, Cup Noodle, Moondance 
diner, Pillsbury, Heinz, Sabrett, 
Ruby Foo's, Ritz, Tabasco, 
Wish-Bow, Ben's Pizza, Burger 
King, Wrigley, Planters,
Consumer 
Products/ 
Services/Ret 
ail stores
Foreground 10 Juan Valdez, Gillette, Listerine, Pepsodent, Drano, FedEx, Pennzoil, 
Car Freshner, RadioShack, Stanley,
Background 5 Gimbel's, Macy's, Woolworth, Kinko's, Terminix,
Clothing
Foreground 25
Jansport, Triumph, Stuat weitzwan, 
New York Yankees, Playboy
Rolex,Sama, American Girl, 
Ray-Ban, Rockport, Belstaff, 
Carhartt, New Jersey Devils, New 
York Yankees, Nike, Omega, 
Belstaff, Oakley, Puma, Oliver 
People, Tissot, Everlast, 
Victoria's Secret,
Background 6 Wayne, Liz Claiborne, BCBG, Graco, Rolex,
Cigarettes Foreground 1 Marboro
Background
Health 
service Foreground 1 Chicco
Background 3 Red Cross, VIASYS
Stationary/M 
edia
Foreground 11
Yahoo, Miami Herald, Signing Time, 
Cross, Mizuno, Montblanc, ebay, 
New York Times, Scientific 
American, USA today, Teen Beat, La 
Prensa,
Background 3 Rand McNally, Time
Hotels Foreground
Background 10
Marriott, Madison Square Garden, 
Bellagio Hotel&Casino, Trump 
Plaza, Caesars Palace, Flamingo 
Las Vegas, MGM Stardust Casino, 
Mandalay, Mirage,
Cosmetics Foreground
Background
1 Sephora
2 Shiseido, Sephora
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Product 
Categories Position Number Brands
TV stations/ 
Shows Foreground 6
TiVo, HBO, Martha Stewart, Oprah 
Winfrey, Women's Entertainment
Background 7 CBS, Fox, MTV,
Furniture Foreground 3 Liberator, Yale, Stanley, Spirtas,
Background 6 BOSCH, Sealy Posturepedic, JLG,Bell&Howell, Weber, Sub-zero,
Banking/Fina
nces Foreground
Background 2 HSBC, Prudential
Non-profit
Institutions
Foreground 5 Columbia University, AARP, OxfordUniversity, M.I.T., Peach Corps,
Background 5
Harvard University, U.S. Army, 
Salvation Army, New York Public 
Library, University of Notre Dame
From the above table, the data showed that there 
were 8 product categories that were presented in the 
foreground to a greater extent than the background that 
included Beverage, Electronics, Automobiles, Foods, 
Consumer Products/Services/Retail stores, Clothing, 
Cigarettes, and Stationary/Media. In addition, there were 
7 categories placed in the background to a greater extent 
than the foreground that included Travel/Entertainments, 
Health services, Hotels, Cosmetics, TV stations/Shows, 
Furniture, and Banking/Finance.
Furthermore, there was only one category placed in 
the foreground equal to the background that is non-profit 
institution.
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Table 6. Target Market of Movies
Movie Product Brands Placed Rating
Sp
id
er
-M
an
Baskin-Robbins, Lay's, Palm, Jansport, 
Marriott, McDonald's, Carlsberg, Samsung, 
Budweiser, Cadillac, Quest, Liz Claiborne 
Mercedes, Moondance Diner, Rolls Royce, 
Chock,Full O'Nuts, Jaguar, Cup Noodles, 
Tropicana, Volkswagen, Maker's Mark, 
Chrysler, Cingular, LG, Wayne, Dr. 
Pepper, TDK, Terminix, Triumph, USPS, 
Prudential, Columbia University, Alfa 
Romeo, Sony, Stuart Weitzman, Porsche, 
Shiseido
Teens = 16
Young-adults = 21
Br
uc
e
Al
mi
gh
ty Ben&Jerry's, Cadillac, Yahoo!, Juan Valdez, Kripy Kreme, Saleen, Chevrolet, 
Coca-Cola, Yahtzee, Motorola, New York 
Yankees, Playboy, Disney, HSBC, Magnum, 
Red Cross, Panasonic, Pillsbury,
Teens = 11
Young-adults = 7
Me
et
 t
he
 
Fo
ck
er
s
AARP, ADT, Apple,BCBG, VIASYS, Starbucks, 
Orville Redenbacher, Tootsie Roll, 
Chevron, Chicco, Ford, VW Thing, 
Pepperidge Farm, Sephora, Mount Gay, 
Fleetwood, Graco, Underwood, Tanqueray, 
Pontiac, Rand McNally, Miami Herald, 
Jaguar, Liberator, Sun-Maid, Panasonic, 
S. Pellegrino, Skippy, Signing Time!, 
Sealy Posturepedic, Moet&Chandon
Teens = 12
Young-adults = 19
Th
e
Da
vi
nc
i
Co
de
BMW, BOSCH, Citroen, Cross, Louvre, 
Oxford University, Peugeot, Volkswagen, 
Ford, Gillette, Harvard University, 
Renault, Ritz, Rolex, Sama, Sony Vaio, 
Havoline, Heinz, LandRover, Mercedes, 
Smart, Sony, Sony Ericsson, Mickey Mouse
Teens = 6
Young-adults = 18
Wa
r 
of
 t
he
Wo
rl
ds
American Girl, Apple, Toyota, TiVo, 
Mizuno, Surgex, Tabasco, Motorola, Red 
Cross, Belstaff, Boston Red Sox, STP, 
Montblanc, New Jersey Devils, New York 
Yankees, Carhartt, CBS, U.S. Army, Heinz, 
Jeep, Nike, Wish-Bone, Robosapien, Sony, 
Coca-Cola, Dodge, Ford, JLG, Mazda, 
Nokia, Omega, PATH Train, Plymouth Heinz, 
Jeep, Pennzoil, SpongeBob SquarePants, 
Mountain Valley Spring Water,
Teens = 16
Young-adults = 20
Ki
ng
 K
on
g Bell & Howell, Cadilac, Johnny Walker, Nestle, Woolworth Chevrolet, Coca-Cola, 
RKO Pictures, Madison Square Garden, 
Pepsodent, Fisk Tires, Listerine, 
Salvation Army, Universal Studios, New 
York Public Library
Teens = 1
Young-adults = 14
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Movie Product Brands Placed Rating
X-
Me
n 
: T
he
 
la
st
 
St
an
d Belstaff, Dell, Ford, Philips, Mercedes, Oakley, Sony PlayStation, Panasonic, Fox, 
Harley-Davidson, Pioneer, Montblanc, 
Scientific American,
Teens = 4
Young-adults = 9
Oc
ea
n'
s 
El
ev
en
Absolut, Adecco, Apple, USA Today, Ford, 
GMC, Grey Goose,' Samuel Adams, Bellagio 
Hotel&Casio, Flamingo Las Vegas, HBO, 
HID, Ketel One, RadioShack, Tropicana, 
Trump Plaza, Yale, Lincoln, Macy's, 
Stardust Casino, Budweiser, Caesars 
Palace, Ramlosa, Maker's Mark, Mandalay 
Bay Casino, Car Freshner, Teen Beat, 
Time, Rolex, MGM Grand, Philips, 
Michelob, Dr. Pepper, Emmit's Irish Pub, 
Stolichnaya, Mirage Casino, Plantronics, 
Bentley, FedEx, Finlandia, Rolls Royce, 
Ringling Bros, and Barnum&Bailey
Teens = 8
Young-adults= 34
Mr
. 
an
d 
Mr
s.
 S
mi
th
Beck's, Beretta, BMW, Weber, USPS, 
Heckler & Koch, M.I.T., Pioneer, Bombay 
Sapphire, Cadillac, Jack Daniel's, Johnny 
Walker, Chevrolet, Coca-Cola, TiVo, 
Drano, La Prensa, Macy's, Peace Corps, 
Pepsi, Tissot, Sub-Zero, Sanka, Stanley, 
Martha Stewart, Mercedes, Dynamex, 
Everlast, Fox, Puma, Martini&Rossi, 
Nokia, Plantronics, Gimbel's, Glock, GMC 
Yukon, Samsung, New York Times, Oakley, 
Panasonic, Grey Goose, MTV, Planar, 
Tabasco, Oliver Peoples, Women's 
Entertainment, Guinness, Hummer, Spirtas, 
University of Notre Dame, Corona
Teens = 14
Young-adults= 38
Me
n 
in
 B
la
ck
 I
I
Apple, Ben's Pizza, Virgin, Sony, LG, 
Maxwell House, Mcdonald's, Sabrett, 
Sephora, Burger King, Coca-Cola, 
Marlboro, Twister, Mountain Dew, MTV, 
Sprint, Ray-Ban, Crown Prince, Dole, 
Wrigley, Mercedes, Nintendo, Oprah 
Winfrey, Rockport, Ruby Foo, 
Dunkin'Donuts, eBay, USPS, Kinko's, 
Planters, Victoria's Secret, Fleet, Fox, 
HBO, Kodak, Honeywell,
Teens = 23
Young-adults= 13
Total
Teens = 111
Young-adults= 193
The data showed (Table 6) that the target market of
U.S. movies mostly emphasized young-adults (8 out of 10 
30
fmovies). In addition, there were 193 products or 63.49 % 
targeting this market.
Results from Thai Movies
Table 7. The Number of Product Placements
Name T
ur
n 
Yu
m 
Go
on
g
Gu
n 
& 
Mo
on
Fa
n 
Ch
an
Sh
ut
te
rs
Th
e 
Ho
ly
 M
an
Cl
os
e 
Fr
ie
nd
Ir
on
 L
ad
ie
s
Ja
ee
w
On
k 
Ba
g CO
O>i
OCQ To
ta
l
Me
an
Movies 1 2 3 4 5 6 7 8 9 10
Number of 
product placed 8 7 12 2 7 11 8 11 5 18 89 8.9
Table 7 shows the number of product placements used 
in each movie. The total number of product placements 
from 10 Thai movies was 89 products. Furthermore, the 
highest number of product placement was 18 products in 
the movie, "The Body Guard" (To avoid confusion, "The 
Body Guard" was a Thai movie although the title was 
similar to one of the U.S. movies). Furthermore, the 
lowest number of product placements was two products 
shown in "Shutter."
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N=8 9
Table 8. Product Placement by Categories
Product Categories Number
Mean
N=10
Mean per total
Product Placement
N=8 9
Beverages 31 3.1 0.348
Travel/
Entertainment 9 0.9 0.101
Electronics 9 0.9 0.101
Automobiles/Trucks 14 1.4 0.157
Foods 12 1.2 0.135
Banking/Finance 1 0.1 0.011
Consumer
Products/Services/
Retail stores 6 0.6 0.067
Clothing 4 0.4 O'.045
Cigarettes 1 0.1 0.011
Health Services 1 0.1 0.011
Stationary/Media 1 0.1 0.011
Total 89
From the above table, it showed that there were 11 
product categories shown in Thai Movies. The most popular 
product category placed in Thai movies was Beverages. 
Beverages accounted for 31 products from 10 movies, 
average of 3.1 products per movie, or 34.8 % of total 
product placements.
The least popular product categories placed in Thai 
movies were Banking/Finance, Cigarettes, Health Services, 
32
and Stationary/Media. Only one product from 10 movies 
were featured or an average of 0.1 products per movie, 
and 1.1 % of total product placements.
Table 9. Position of Product Placements being used in
Movies
N=8 9
Position Number
Mean
N=10
Mean per total 
Product Placement
N=8 9
Background 43 4.3 0.483
Foreground 46 4.6 0.517
Table 9 divided the position of product placements 
being used in Thai movies into: Foreground where the 
actor was using or talking about it, and Background such 
as a car parked or in some parts of the scene. The data 
showed a roughly equal number of products featured in the 
foreground and background.
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Table 10. Position of Product Placement by Categories
Product 
Categories Position Number Brands
Beverages
Foreground
18
Singha, Vitamilk, M150, Shark, Red 
Carabrown, Red Bull, Fanta, Chang, 
Pepsi, Cystal, Saengsom, Coke
Background
13
M150, Coke, Leo Beer, Pepsi,
Lipton, Heineken, Singha, 
Mittweida, Ovaltine, Wrangyer, 
Moccona
Travel/Enter 
tainment
Foreground 1 Dan Neramit
Background
8
Thai Airway, Charansanidvon
Pawnshop, Apexmall, Tsutaya,
7-eleven, Jet,
Electronics Foreground 3 Canon, Heart, Apple
Background 6 Fujifilm, Sony, Vzio,
Automobiles/
Trucks Foreground 9
Benz, BMW, Toyota, Ferrari, Honda, 
Suzuki
Background 5 Benz, Volvo, Jeep, BMW
Foods Foreground 8
Five stars, Heitz, Tawan, Lays, 
Halls, Croket, Maggi
Background 4 Mama, Fatboy, Korb Korb,
Consumer
Products/Ser 
vices/Retail 
Stores
Foreground 4 Close-Up, Odaz, Sofy, Crenex
Background
2 Listerin, Herbie
Clothing Foreground 1 Adidas
Background 3 Seiko, Spariding, Camel
Cigarettes Foreground 1 Marbolo
Background
Health 
Services
Foreground 1 Sritunya Hospital,
Background
Stationary/M 
edia
Foreground
Background 1 The nation
Banking/Fina
nee
Foreground
Background 1 Nakornleung Bank
From table 10, the data showed that there were five 
categories placed in the foreground more than the 
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background including Beverages, Automobiles/Trucks, 
Foods, Consumer Products/Services/Retail stores, and 
Cigarettes.
In addition, there were six categories placed in the 
background including Travel/Entertainment, Electronics, 
Clothing, Health services, Stationary/Media, and 
Banking/Finance.
Table 11. Target Market of Movies
Movie Product Brands Placed Rating
Tu
rn
 Y
um
 
Go
on
g M150, Thai Airway, Listerin, Fujifilm, 
Benz, Mama, NaKornleung Bank, Coke,
Teens = 3
Young-adults = 5
Sh
ut
te
r
Canon, Fuj i Film
Teens = 2 
Young-adults = 
none
Ir
on
La
di
es Spariding, Adidas, Sony, Lipton, Leo 
Beer, Pepsi, Singha, Seiko
Teens = 5
Young-adults = 3
Th
e 
Bo
dy
 
Gu
ar
d
Sony, Benz, Heart, BMW, Tsutaya, Toyota, 
Ferrari, Vitamilk, Herbie, Sritunya 
Hospital, Vzio, Apexmall, Charansanidvon 
pawnshop, Volvo, FatBoy, Korb Korb, Mama, 
The nation
Teens = 8
Young-adults = 10
Th
e 
Ho
ly
 
Ma
n Benz, M150, Shark, Jeep, 7-eleven, Red 
Carabrown, Red Bull,
Teens = 1
Young-adults = 6
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Table 11 shows that the same number of Thai movies 
(five movies each) targeted teen and young-adult markets. 
Moreover, there were a roughly equal number of products 
featured in the teen and young-adult target markets.
Movie Product Brands Placed Rating
Fa
n 
Ch
an Honda, Jet, Fanta, 7-eleven, Sony, Close-Up, Five stars, Pepsi, Benz, Odaz, 
Dan Naramit, Vitamilk
Teens = 7
Young-adults = 5
Gu
n&
Mo
o
n Chang, Heineken, Singha, Ovaltine, Mittweida, Jeep, BMW,
Teens = 1
Young-adults = 6
5 (D a> 05
Singha Beer, Sofy, Pepsi, Maggi, Heitz, 
7-eleven, Tawan, Lays, Crenex, Suzuki, 
Singha water
Teens = 8
Young-adults = 3
Cl
os
e
Fr
ie
nd Wrangyer,' Singha, Saengsom, Leo Beer, 
Mama, Apple, Coke, Camel, Moccona
Teens = 5
Young-adults = 6
On
k 
Ba
k
Honda, Coke, Malboro, Halls, Colgate
Teens = 3
Adults= 2
Total
Teens = 43
Young-adults = 46
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CHAPTER FIVE
CONCLUSIONS AND RECOMMENDATIONS
According to the results, both the U.S. and Thailand 
used product placements in movies; however, they were 
more widely used in U.S. movies than in Thai ones. From 
this research, there were 304 products or 30.4 products 
per movie placed in 10 U.S. movies while there were just 
89 products or 8.9 products per movie placed in 10 Thai 
movies.
In addition, the highest number of product 
placements used in U.S. movies was 52 products and the 
lowest was 13 products. While the highest number of 
product placement used in Thai movies was 18, and the 
lowest was 2. Therefore, the lowest record of product 
placement in a U.S. movie was almost equal to the highest 
one in a Thai film. Consequently, this finding indicated 
that product placement was used more extensively in U.S. 
movies.
Moreover, the results indicated that all 16 
categories of selected product placements were presented. 
Automobiles/Trucks (17.80%), Electronics (15.79%), and 
37
Beverages (13.49 %) were the categories that were 
featured most frequently.
In Thai movies, there were 11 categories presented 
including Beverages, Travel/Entertainment, Electronics, 
Automobiles/Trucks, Foods, Clothing, Consumer 
products/Services/Retail stores, Cigarettes, Health 
Services, Stationary/Media, and Banking/Finance. 
Beverages (34.83%), Automobiles (15.73%), and Foods 
(13.48%) were featured most in the selected Thai movies. 
In both U.S. and Thai movies, beverages and automobiles 
were the most prevalent product categories.
In Thai movies, TV stations/Shows, Furniture, 
Hotels, and Cosmetics, and Non-profit institution 
categories were not placed while U.S. movies used them 
often. Moreover, both U.S. and Thai movies hardly used 
cigarettes as product placements.
In the United State, according to the law called the 
Master Settlement Agreement, it prohibits tobacco 
companies place product in the movie (Charlesworth & 
Grantz, 2005) . After this agreement was launched, using 
cigarette placing in the movie decreased from 1950 to 
1990 (Charlesworth & Grantz, 2005). In addition, 
38
producers use rate "R" in every film that has smoking 
scene to warn viewers (Charlesworth & Grantz, 2005).
In Thailand, since 2000, government began to ban the 
smoking scene in television and movies. Producers had to 
use white circle to censor smoking scene and wrote 
warning message at the bottom of the scene (Awang, 2005).
Regarding the position of the product placements, it 
showed that U.S. movies placed products mostly in the 
foreground (63.49%). while Thai movies placed products in 
the foreground roughly equal to the background (51.69%, 
48.31%) .
Further, regarding the target market, product 
placements in U.S. movies emphasized young-adults more 
than teens while Thai movies showed products that 
appealed to young-adults and teens.
In conclusion, product placements were used widely 
in U.S. movies while this method was still infancy in the 
Thai film industry. In addition, advertisers in U.S. and 
Thai movies preferred to use actors in the foreground to 
present their products because movie viewers can see the 
products clearly and perhaps might be influenced by the 
source, thus affecting their purchase attentions.
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Implications
The findings from this study suggest several 
implications. First, both American and Thai advertisers 
should continue using product placements. However, Thai 
advertisers should increase the use of product placements 
in movies to influence their sales of products and 
increase revenues. The movie industry is a large 
contributor to Thailand's economy (1.13 billion baht in 
2005, Bangkok post, 2005) and, hence, contributes to the 
economy as well as expands the target market through 
product placement exposure.
Moreover, • companies should choose movies and actors 
that enhance brand identification. According to McCracken 
(1989), advertisers use celebrity to transfer the source 
meaning in product attribute to consumers. Therefore, 
advertisers should choose actors that are appropriate 
with product attribute to receive the right respondent 
from consumers.
Besides, according to Hovland, Janis, & Kelley 
(1953), credibility sources have more influence to 
consumers' attitude than incredibility sources. 
Therefore, advertisers have to choose celebrities who 
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have good images to promote the product and avoid using 
celebrities who have bad images to promote the product.
In addition, advertisers who would like to place 
cigarette in media and producers who accept showing 
cigarette in their movie should strongly understand the 
laws and the role of cigarette to socialization before 
launching smoking scene. Due to unacceptable smoking, 
some viewers and government can ban the movie having 
inappropriate smoking scene.
Future Research
Although the study was limited to 10 movies in the
U.S. and 10 movies in Thailand, future research should 
extend this study to different countries. For example, 
the comparison between U.S. movies and European or Latin 
American movies may provide further insight regarding 
product placements in these regions. Future research 
could also examine product placements in television, 
given the onset of TiVo. Advertisers are placing more 
products in storylines as well as introducing programming 
on the Internet.
Additionally, further research should consider 
alternative methodologies to determine consumers' 
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responses to attitudes toward product placement in 
movies. Finally, future research should examine product 
placements in only foreign films to determine the 
extension of this phenomenon in other countries.
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APPENDIX A
ADVERTISING AND MARKETING SERVICE
INDUSTRY STATISTICS
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Table 12: Worldwide communications services expenditure 2004 (In Billions of 
Dollars)
Country Advertising Market Research
Public Relation $ Public 
Affairs
Specialist 
Communications Total
US 161.5 8.0 2.7 446 618.2
UK 18.4 2.0 0.9 65.2 86.5
France 13.2 1.4 0.1 24.3 39.0
Germany 21.7 1.7 0.2 36.8 60.4
Japan 40.6 1.3 0.1 47.6 89.6
Rest of the world 114.3 5.0 0.1 151.7 271.1
Total 369.7 19.4 4.1 771.6 1,164.80
Sources: Veronis Suhler Stevenson, ZenithOptimedia, ESOMAR, WPP estimates, 2004
44
Table 13: Worldwide advertising expenditures US vs non-US
Major media 2003 2004 2005 2006 2007
North America 158,383 167,869 174,823 183,938 193,483
Year-on-year growth 1.90% 6.00% 4.10% 5.20% 5.20%
Europe 89,985 94,839 99,144 104,164 109,925
Year-on-year growth 1.40% 5.40% 4.50% 5.10% 5.50%
Asia/Pacific 69,646 75,564 80,100 85,442 91,467
Year-on-year growth 5.00% 8.50% 6.00% 6.70% 7.10%
Latin America 14,238 15,896 16,664 17,700 18,999
Year-on-year growth 3.70% 11.60% 4.80% 6.20% 7.30%
Africa/Middle East/ROW 13,922 16,022 18,070 20,155 22,126
Year-on-year growth 19.10% 15.10% 12.80% 11.50% 9.80%
World 345,720 369,705 388,268 410,813 434,456
Year-on-year growth 3.00% 6.90% 5.00% 5.80% 5.80%
*TV, Print, Radio, Cinema, Outdoor, Internet 
Source: ZenithOptimedia
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Table 14: US advertising spending 1998-2008 (In millions of Dollars)
Year Television Radio Newspapers
Consumers 
magazine
Business to 
business 
magazines
Consumer 
Internet
Yellow 
pages Outdoors Total
1998 46,437 15,430 49,325 10,518 11,647 1,920 12,119 4,413 151,809
1999 49,375 17,681 52,189 11,433 12,682 4,620 12,952 4,832 165,764
2000 55,482 19,817 54,971 12,370 13,507 8,229 13,961 5,235 183,572
2001 49,993 18,363 50,724 11,095 10,848 7,223 14,693 5,193 168,132
2002 53,770 19,405 50,776 10,995 9,042 6,048 14,854 5,232 170,122
2003 56,063 19,592 51,894 11,193 9,036 7,267 14,933 5,504 175,482
2004 61,641 20,902 54,846 11,674 9,199 8,415 15,629 5,756 188,062
2005 64,398 22,170 57,530 12,351 9,585 9,267 16,545 6,005 197,851
2006 69,457 23,642 60,317 13,154 10,085 10,452 17,564 6,274 210,945
2007 72,984 25,096 63,497 14,075 10,706 11,378 18,626 6,568 222,930
2008 79,852 26,788 67,124 15,131 11,403 13,264 19,698 6,871 240,131
Source: Veronis Suhler Stevenson, 2004
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Table 15: Hours per person per year using media in the US
1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008
Total broadcast television 881 867 866 833 787 769 782 785 790 794 800
Total cable & satellite TV 670 720 769 843 918 975 1,010 1,042 1,068 1,093 1,131
Broadcast & satellite radio 911 939 943 955 990 1,002 1,035 1,040 1,070 1,080 1,120
Cinema 13 13 12 13 14 13 13 13 13 13 14
Home video/DVD 51 48 51 56 65 70 78 85 94 103 110
Interactive TV 2 2 2 2 2 3 3 4 4 5
Recorded music 275 281 258 229 200 184 180 176 174 170 167
Video games 45 53 59 60 64 69 71 75 81 86 98
Consumer internet 39 64 107 139 158 176 189 200 213 225 236
Daily newspapers 186 183 180 177 175 171 169 168 165 165 164
Consumer books 118 119 109 106 109 108 107 106 106 105 104
Consumer magazines 134 134 135 127 125 121 118 116 113 111 110
Total 3323 3423 3491 3540 3607 3660 3755 3809 3891 3949 4059
Source: Veronis Suhler Stevenson, 2004
47
APPENDIX B
DATA ENTRY SHEETS
48
U.S. Movies - Spider-Man
The Number of 
Product Placed
37
Product categories 
Placed
Foods (6)*,  Hotel, Cosmetic, 
Beverage (5), Automobiles (8), 
Non-profit Institution, Consumer 
products/Services/Retail stores,
Electronics (7), 
Travels/Entertainments (2), 
Clothing (5), Banking/Finances,
Brands of Products 
Placed
Baskin-Robbins, Lay’s, Plam, 
Budweiser, Cadillace, Quest, 
Chock Full O’Nuts, Jaguar, 
Chrysler, Cingular, LG, Wayne, 
Columbia University, Alfa Romeo, 
Cup Noodles, Dr. Pepper, 
Jansport, Liz Claiborne,
Marriott, McDonald’s, Carlsberg, 
Mercedes, Moondance Diner, 
Tropicana, Volkswagen, Shiseido, 
TDK, Terminix, Triumph, USPS, 
Sony, Stuart Weitzman, Porsche, 
Rolls Royce, Samsung, Prudential, 
Maker’s Mark
Position of Product 
Place being used
Baskin-Robbins - Background 
Lay’s - Background 
Plam - Background
Budweiser - Background 
Cadillace - Foreground 
Quest - Foreground
Chock Full O’ Nuts - Background 
Jaguar - Foreground
Chrysler - Foreground 
Cingular - Background 
LG - Background 
Wayne - Background
Columbia University - Foreground 
Alfa Romeo - Foreground 
Cup Noodles - Background 
Dr. Pepper - Foreground 
Jansport - Foreground 
Liz Claiborne - Background 
Marriott - Background
Mcdonald’s - Foreground 
Carlsberg - Background 
Mercedes - Foreground 
Moondance Diner - Background 
Tropicana - Foreground 
Volkswagen - Foreground 
Shiseido - Background 
TDK - Background 
Terminix - Background 
Triumph - Foreground 
USPS - Background 
Sony - Background 
Stuat Weitzman - Foreground 
Porsche - Foreground 
Rolls Royce - Foreground 
Samsung - Background 
Prudential - Background 
Maker's Mark - Background
Target audience for 
movie
Young-adults
* The numbers of Product Categories
49
U.S. Movies - Bruce Almighty
The Number of 
Product Placed
18
Product categories 
Placed
Foods (3)*,  Automobiles (3), 
Beverage, Travel/Entertainments 
(2), TV stations/Shows
Electronics (3), Stationary, 
Clothing (2), Health service, 
Consumer 
products/Services/Retail stores
Brands of Products 
Placed
Ben&Jerry’s, Cadillac, Yahoo!, 
Chevrolet, Coca-Cola, Yahtzee, 
Disney, HSBC, Magnum, Red 
Cross, Juan Valdez, Kripy Kreme, 
Saleen, Motorola, New York 
Yankees, Playboy, Panasonic, 
Pillsbury,
Position of Product 
Place being used
Ben&Jerry’s - Foreground 
Cadillac - Foreground 
Yahoo! - Foreground 
Chevrolet - Foreground 
Coca-Cola - Background 
Yahtzee - Foreground 
Disney - Foreground 
HSBC - Background 
Magnum - Foreground
Red Cross - Background 
Juan Valdez - Foreground 
Kripy Kreme - Foreground 
Saleen - Foreground 
Motorola - Foreground
New York Yankees - Foreground 
Panasonic - Foreground 
Pillsbury - Background
Target audience for 
movie
Teen
* The numbers of Product Categories
50
U.S. Movies - Meet the Fockers
The Number of 
Product Placed
31
Product categories 
Placed
Stationary (3)*,  Electronics (2), 
Clothing (2), Travel/Entertainments 
(2), Automobiles (5), Furniture (2),
Health service (2), Beverage (5), 
Cosmetics, Foods (6), Non-profit 
Institutions
Brands of Products 
Placed
AARP, ADT, Apple, BCBG, 
VIASYS, Chevron, Chicco, Ford, 
VW Thing, Fleetwood, Graco, 
Underwood, Jaguar, Liberator, 
Sun-Maid, Miami Herald, Mount 
Gay, Tanqueray, Moet&Chandon, 
Panasonic, Starbucks,
Orville Redenbacher, Tootsie Roll, 
Pepperidge Farm, Sephora, 
Pontiac, Rand McNally,
S. Pellegrino, Skippy, Signing 
Time!, Sealy Posturepedic
Position of Product 
Place being used
AARP - Foreground 
ADT - Background 
Apple - Foreground 
BCBG - Background 
VIASYS - Background 
Chevron - Background 
Chicco - Foreground 
Ford - Foreground 
VW Thing - Foreground 
Fleetwood - Foreground 
Graco - Background 
Underwood- Foreground 
Jaguar - Foreground 
Liberator - Foreground 
Sun-Maid - Foreground 
Miami Herald - Foreground
Mount Gay - Foreground 
Tanqueray - Foreground 
Moet&Chandon - Foreground 
Panasonic - Background 
Starbucks - Background
Orville Redenbacher - Foreground 
Tootsie Roll - Foreground 
Pepperidge Farm - Foreground 
Sephora - Foreground
Pontiac - Foreground 
Rand Mcnally - Background
S. Pellegrino - Background 
Skippy - Foreground 
Signing Time! - Foreground
Sealy Posturepedic - Background
Target audience for 
movie
Young-adults
* The numbers of Product Categories
51
U.S. Movies - The Da Vinci Code
The Number of 
Product Placed
24
Product categories 
Placed
Automobiles (10)*,  Stationary, 
Furniture, Consumer 
Products/Services/Retail stores, 
Foods (2), Clothing (2), Electronics 
(3),
Non-profit Institutions (2), 
Travel/Entertainments (2)
Brands of Products 
Placed
BMW, BOSCH, Citroen, Cross, 
Ford,Gillette, Harvard University, 
Havoline, Heinz, LandRover, 
Louvre, Mercedes, Mickey Mouse
Oxford University, Peugeot, 
Renault, Ritz, Rolex, Sama, Smart, 
Sony, Sony Ericsson, Sony Vaio, 
Volkswagen
Position of Product 
Place being used
BMW - Foreground 
BOSCH - Background 
Citroen - Foreground 
Cross - Foreground 
Ford - Foreground 
Gillette - Foreground 
Harvard University - Background 
Havoline - Background 
Heinz - Background 
LandRover - Foreground 
Louvre - Background 
Mercedes - Foreground
Mickey Mouse - Foreground 
Oxford University - Foreground 
Peugeot - Foreground 
Renault - Foreground
Ritz - Background 
Rolex - Foreground
Sama - Foreground 
Smart - Foreground
Sony - Background
Sony Ericsson - Foreground 
Sony Vaio - Foreground 
Volkswagen - Foreground
Target audience for 
movie
Young-adults .
* The numbers of Product Categories
52
U.S. Movies - War of the Worlds
The Number of 
Product Placed
36
Product categories 
Placed
Electronics (7)*,  Clothing (9), 
TV stations, Furniture, 
Automobiles (9), Foods (3)
Stationary, Beverage (2), 
Health services, Non-profit 
Institution, Travel/Entertainment
Brands of Products 
Placed
American Girl, Apple, Toyota, 
Belstaff, Boston Red Sox, STP, 
Carhartt, CBS, U.S. Army, 
Coca-Cola, Dodge, Ford, 
Heinz, Jeep, JLG, Mazda 
Mizuno, Montblanc, TiVo, 
Mountain Valley Spring Water,
Surgex, Tabasco, Motorola, 
New Jersey Devils, New 
York Yankees, Nike, Wish-Bone, 
Nokia, Omega, PATH train, 
Pennzoil, Plymouth, Red 
Cross, Robosapien, Sony, 
SpongeBob SquarePants
Position of Product 
Place being used
American Girl - Foreground 
Apple - Foreground 
Toyota - Foreground 
Belstaff - Foreground 
Boston Red Sox - Foreground 
STP - Background 
Carhartt - Foreground 
CBS - Background 
U.S. Army - Background 
Coca-Cola - Foreground 
Dodge - Foreground 
Ford - Background 
Heinz - Background 
Jeep - Foreground 
JLG - Background 
Mazda - Foreground 
Mizuno - Foreground 
Montblanc - Foreground
TiVo - Foreground
Mountain Valley Spring Water - 
Foregorund
Surgex - Background 
Tabasco - Background 
Motorola - Foreground
New Jersey Devils - Foreground 
New York Yankees - Foreground 
Nike - Foreground
Wish-Bone - Background 
Nokia - Foreground
Omega - Foreground 
PATH train - Background 
Pennzoil - Foreground 
Plymouth - Foreground 
Red Cross - Background 
Robosapien - Background 
Sony - Foreground 
SongeBob - Background
Target audience for 
movie
Young-adults
* The numbers of Product Categories
53
U.S. Movies - King Kong
The Number of 
Product Placed
15
Product categories 
Placed
Furniture, Automobiles (3)*,  
Beverage (2), Foods, Hotel, 
Travel/ Entertainment, TV stations,
Non-profit Institution (2), 
Consumer
Products/Services/Retail stores (4)
Brands of Products 
Placed
Bell & Howell, Cadillac, Chevrolet, 
Coca-Cola, RKO Pictures, Fisk 
Tires, Listerine, Salvation Army, 
Johnnie Walker, Nestle, 
Woolworth, Madison Square 
Garden, Pepsodent, Universal 
Studios, New York Public Library
■
Position of Product 
Place being used
Bell & Howell - Background 
Cadilac - Foreground 
Chevrolet - Foreground 
Coca-Cola - Foreground 
RKO Pictures - Background 
Fisk Tires - Background 
Listerine - Foreground 
Salvation Army - Background
Johnnie Walker - Foreground 
Nestle - Foreground 
Woolworth - Background 
Madison Square Garden - 
Background
Pepsodent - Foreground 
Universal Studios - Background 
New York Public Library - 
Background
Target audience for 
movie
Young-adults
* The numbers of Product Categories
54
U.S. Movies - X-Men: The Last Stand
The Number of 
Product Placed
13
Product categories 
Placed
Clothing (3)*,  Electronics (5),
Automatics (3), Stationary,
TV Stations/Shows
Brands of Products 
Placed
Belstaff, Dell, Ford, Philips, Fox, 
Harley-Davidson, Pioneer, 
Mercedes, Montblanc, Panasonic
Oakley, Sony PlayStation, , 
Scientific American,
Position of Product 
Place being used
Belstaff - Foreground 
Dell - Background 
Ford - Foreground 
Philips - Background 
Fox - Background 
Harley-Davidson - Foreground 
Pioneer - Background
Mercedes - Foreground 
Montblanc - Foreground 
Panasonic - Background
Oakley - Foreground
Sony PlayStation - Foreground 
Scientific American - Foreground
Target audience for 
movie
Young-adults
* The numbers of Product Categories
55
U.S. Movies - Ocean’s Eleven
The Number of 
Product Placed
42
Product categories 
Placed
Beverage (12)*,  Stationary (4), 
Electronics (4), Hotel (8), 
Automobiles (5),
Travel/Entertainments (4), 
Furniture (3), Clothing, Consumer 
Products/Services/Retail stores
Brands of Products 
Placed
Absolut,' Adecco, Apple, USA 
Today, Bellagio Hotel&Casio, 
Flamingo Las Vegas, Tropicana, 
Trump Plaza, Yale, Budweiser, 
Caesars Palace, Ramlosa, Car 
Freshner, Teen Beat, Time, 
Dr. Pepper, Emmit’s Irish Pub, 
FedEx, Finlandia, Rolls Royce, 
Stolichnaye, Rolex
Ford, GMC, Grey Goose, Samuel 
Adams, HBO, HID, Ketel One, 
RadioShack, Lincoln, Macy’s, 
Stardust Casino, Maker’s Mark, 
Mandalay Bay Casino, MGM 
Grand, Philips, Michelob, Mirage, 
Plantronics, Bentley, Ringling 
Bros. And Barnum&Bailey,
Position of Product 
Place being used
Absolut - Background 
Adecco - Foreground 
Apple - Foreground 
USA Today - Foreground 
Bellagio Hotel&Casio - Background 
Flamingo Las Vegas - Background 
Tropicana - Foreground 
Trump Plaza - Background 
Yale - Foreground 
Budweiser - Background 
Caesars Palace - Background 
Ramlosa - Foreground 
Car Freshner - Foreground 
Teen Beat - Foreground 
Time - Foreground 
Dr. Pepper - Foreground 
Emmit’s Irish Pub - Background 
FedEx - Foreground 
Finlandia - Foreground 
Rolls Royce - Foreground 
Rolex - Background
Ford - Foreground 
GMC - Foreground 
Grey Goose - Background 
Samuel Adams - Background 
HBD - Foreground 
HID - Foreground 
Ketel One - Foreground 
RadioShack - Foreground 
Lincoln - Foreground 
Macy’s - Background 
Stardust Casino - Background 
Maker’s Mark - Foreground 
Mandalay Bay Casino - Background 
MGM Grand - Background 
Philips - Foreground 
Michelob - Background 
Mirage - Background 
Plantronics - Foreground 
Bentley - Background 
Ringling Bros. - Background 
Stolichnaye - Foreground
Target audience for 
movie
Young-adults
* The numbers of Product Categories
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U.S. Movies - Mr. and Mrs. Smith
The Number of 
Product Placed
52
Product categories 
Placed
Beverages (11)*,  Electronics (9), 
Automobiles (7), 
Travel/Entertainments (2), 
Non-profit Institutions (2)
TV stations/Shows (4), Stationary 
(3), Furniture (4), Clothing (5), 
Foods, Consumer 
Products/Services/Retail Stores 
(3), Non-profit Institution
Brands of Products 
Placed
Beck’s, Beretta, BMW, Weber, 
USPS, Bombay Sapphire, 
Cadillac, Chevrolet, Coca-Cola, 
TiVo, Drano, Tissot, Sub-Zero, 
Sanka, Stanley, Dynamex, 
Everlast, Fox, Puma, Gimbel’s, 
Glock, GMC Yukon, Samsung, 
Grey Goose, MTV, Planar, 
Tabasco, Guinness, Hummer, 
Spirtas
Heckler & Koch, M.I.T., Pioneer, 
Jack Daniel’s, Johnnie Walker, La 
Prensa, Macy’s, Peace Corps, 
Pepsi, Martha Stewart, Mercedes, 
Martini&Rossi, Nokia, Plantronics, 
New York Times, Oakley, 
Panasonic, Oliver Peoples, 
Women’s Entertainment, 
University of Notre Dame, Corona
Position of Product 
Place being used
Beck’s - Foreground 
Beretta - Foreground 
BMW - Foreground 
Weber - Background 
USPS - Background 
Bombay Sapphire - Foreground 
Cadillac - Foreground 
Chevrolet - Foreground 
Coca-Cola - Foreground 
TiVo - Foreground 
Drano - Foreground 
Tissot - Foregrund 
Sub-Zero - Background 
Sanka - Foreground 
Stanley - Foreground 
Dynamex - Foreground 
Everlast - Foreground 
Fox - Background 
Puma - Foreground 
Gimbel’s - Background 
Glock - Foreground 
GMC Yukon - Foreground 
Samsung - Foreground 
Grey Goose - Foreground 
MTV - Background 
Spirtas - Foreground
Heckler&Koch - Foreground 
M.l.T. - Foreground 
Pioneer - Background 
Jack Daniel’s - Foreground 
Johnnie Walker - Foreground 
La Prensa - Foreground 
Macy’s - Background 
Peace Corps - Foreground 
Pepsi - Foreground 
Martha Stewart - Foreground 
Mercedes - Foreground 
Martini&Rossi - Foreground 
Nokia - Foreground 
Plantronics - Foreground 
New York Times - Foreground 
Oakley - Foreground 
Panasonic - Foreground 
Oliver Peoples - Foreground 
Women’s Entertainment - 
Foreground
University of Notre Dame - 
Background
Corona - Foreground 
Planar - Foreground 
Tabasco - Foreground 
Guinness - Foreground 
Hummer - Foreground
Target audience for 
movie
Young-adults
* The numbers of Product Categories
57
U.S. Movies - Men in Black II
The Number of 
Product Placed
36
Product categories 
Placed
Electronics (8)*,  Foods (11), 
Beverages (3), Stationary, 
TV stations (4), Cigarettes,
Automobiles (2), Clothing (3), 
Cosmetics, Travel/Entertainment, 
Consumer 
Products/Services/Retail stores
Brands of Products 
Placed
Apple, Ben’s Pizza, Virgin, Burger 
King, Coca-Cola, Crown Prince, 
Dole, Wrigley, Dunkin’Donuts, 
eBay, USPS, Fleet, Fox, HBO, 
Kodak, Honeywell, Kinko’s, 
Mercedes LG, Marboro, Twister, 
Sony
Maxwell House, Mcdonald’s, 
Mountain Dew, MTV, Sprint, 
Nintendo, Oprah Winfrey, Planters, 
Victoria’s Secret, Ray-Ban, 
Rockport,Ruby, Foo’s, Sabrett, 
Sephora,
Position of Product 
Place being used
Apple - Foreground 
Ben’s Pizza - Background 
Virgin - Background 
Burger King - Background 
Coca-Cola - Background 
Crown Prince - Foreground 
Dole - Foreground 
Wrigley - Background 
Dunkin’s Donuts - Foreground 
eBay - Foreground 
USPS - Background 
Fleet - Background 
Fox - Background 
HBO - Background 
Kodak - Background 
Honeywell - Foreground 
Kinko’s - Background 
Sony - Background
Maxwell House - Background 
Mcdonald’s - Foreground 
Mountain Dew - Foreground 
MTV - Background 
Sprint - Background 
Nintendo - Foreground 
Oprah Winfrey - Foreground 
Planters - Background 
Victoria’s Secret - Foreground 
Ray-Ban - Foreground 
Rockport - Foreground 
Ruby Foo’s - Background 
Sabrett - Background 
Sephora Background 
Mercedes - Foreground 
LG - Background 
Marboro - Foreground 
Twister - Foreground
Target audience for 
movie
Teen
* The numbers of Product Categories
58
Thai Movies - Turn Yum Goong
The Number of 
Product Placed
8
Product categories 
Placed
Beverage (2)*,  Travel/Entertainments, 
Electronics, Automobile, Foods, 
Banking/Finances, Consumer 
Products/Services/Retail stores
Brands of Products 
Placed
M150, Thai Airway, Listerin, Fujifilm, Benz, 
Mama, NaKornleung Bank, Coke,
Position of Product 
Place being used
M150 - Background 
Thai Airway - Background 
Fujifilm - Background 
Benz - Background 
Mama - Background 
Nakornleung Bank - Background 
Coke - Background 
Listerin - Background
Target audience 
for movie
Young-adults
* The numbers of Product Categories
59
Thai Movies - Shutter
The Number of 
Product Placed
2
Product categories 
Placed
Electronics (2)*
Brands of Products 
Placed
Canon, FujiFilm
Position of Product 
Place being used
Canon - Foreground 
FujiFilm - Background
Target audience 
for movie
Teen
* The numbers of Product Categories
60
Thai Movies - Iron Ladies
The Number of 
Product Placed
8
Product categories 
Placed
Clothing (3)*,  Beverage (4), Electronic
Brands of Products 
Placed
Spariding, Adidas, Sony, Leo Beer, Pepsi, 
Singha, Lipton, Seiko
Position of Product 
Place being used
Spariding - Background 
Adidas - Foreground 
Leo Beer - Background 
Pepsi - Background 
Singha - Foreground 
Lipton - Background 
Seiko - Background 
Sony - Background
Target audience 
for movie
Teen
* The numbers of Product Categories
61
Thai Movies - The BodyGuard
The Number of 
Product Placed
18
Product categories 
Placed
Automobiles (5)*,  Electronics (3), Foods (3), 
Health service, Stationery, Beverage, 
Consumer products/Services/Retail Stores, 
Travel/Entertainments (3)
Brands of Products 
Placed
Sony, Benz, Heart, BMW, Tsutaya, Toyota, 
Ferrari, Vitamilk, Herbie, Sritunya Hospital, 
Vzio, Apexmall, Charansanidvon pawnshop, 
Volvo, FatBoy, Korb Korb, Mama, The nation
Position of Product 
Place being used
Sony - Background 
Benz - Foreground 
Heart - Foreground 
BMW - Foreground 
Toyota - Foreground 
Ferrari - Foreground 
Vitamilk - Foreground 
Sritunya Hospital - Background 
Vzio - Background 
Charansanidvon pawnshop - Background 
FatBoy - Background 
Korb Korb - Background 
Mama - Background 
The nation - Background 
Volvo - Background 
Herbie - Background 
Apexmall - Background 
Tsutaya - Background
Target audience 
for movie
Young-adults
* The numbers of Product Categories
62
Thai Movies - The Holy Man
The Number of 
Product Placed
7
Product categories 
Placed
Automobiles (2), Travel/Entertainments, 
Foods (4)
Brands of Products 
Placed
Benz, M150, Shark, Jeep 
Red Carabrown, Red Bull, 
7-eleven
Position of Product 
Place being used
Benz - Foreground
M150 - Foreground 
Shark - Foreground
Red Carabrown - Foreground
Red Bull - Foreground
Jeep - Background 
7-eleven - Background
Target audience 
for movie
Young-adults
* The numbers of Product Categories
63
Thai Movies - Fan Chan
The Number of 
Product Placed
12
Product categories 
Placed
Automobiles (2), Travel/Entertainments (3), 
Foods, Consumer Products/Services/Retail 
Stores (2), Beverage (3), Electronic
Brands of Products 
Placed
Honda, Jet, Fanta, 7-eleven, Sony 
Close-Up, Five stars, Pepsi, 
Benz, Odaz, Dan Naramit, Vitamilk
Position of Product 
Place being used
Honda - Foreground 
Jet - Background 
Fanta - Foreground 
Close-Up - Foreground 
Five starts - Foreground 
Benz - Foreground 
Odaz - Foreground 
Dan Neramit -Foreground 
Vitamilk - Foreground 
Pepsi - Background 
Sony - Background 
7-Eleven - Background
Target audience 
for movie
Teen
* The numbers of Product Categories
64
Thai Movies - Gun & Moon
The Number of 
Product Placed
7
Product categories 
Placed
Beverages (5), 
Automobiles (2)
Brands of Products 
Placed
Chang, Heineken, Singha 
Mittweida, Jeep, BMW, 
Ovaltine
Position of Product 
Place being used
Chang - Foreground 
Heineken - Background 
Singha - Background 
Mittweida - Background 
Jeep - Background 
BMW - Background 
Ovaltine - Background
Target audience 
for movie
Young-adults
* The numbers of Product Categories
65
Thai Movies - Jaeew
The Number of 
Product Placed
11
Product categories 
Placed
Beverage (3), Consumer 
Product/Services/Retail stores (2) 
Foods (4), Travel/Entertainments, 
Automobiles
Brands of Products 
Placed
Singha Beer, Soty, Pepsi, Maggi, 
Heitz, 7-eleven, Tawan, Lays, 
Crenex, Suzuki, Singha water
Position of Product 
Place being used
Singha - Foreground 
Sofy - Foreground 
Pepsi - Foreground 
Maggi - Foreground 
Heitz - Foreground 
7-eleven - Background 
Tawan - Foreground 
Lays - Foreground 
Crenex - Foreground 
Suzuki - Foreground 
Singha water - Foreground
Target audience 
for movie
Teen
* The numbers of Product Categories
66
Thai Movies - Close Friend
The Number of 
Product Placed
11
Product categories 
Placed
Beverages (8), foods, 
Electronics, Clothing
Brands of Products 
Placed
Wrangyer, Singha, Saengsom, 
Mama, Apple, Coke, Camel, 
Leo Beer, Moccona
Position of Product 
Place being used
Wrangyer - Background 
Singha water - Foreground 
Soda Singha - Foreground 
Saengsom - Foreground 
Singha beer - Foreground 
Mama - Foreground 
Apple computer - Foreground 
Coke - Foreground 
Leo Beer - Foreground 
Camel - Background 
Moccona - Background
Target audience 
for movie
Young-adults
* The numbers of Product Categories
67
Thai Movies - Ong Bak
The Number of 
Product Placed
5
Product categories 
Placed
Automobiles, Cigarette, 
Beverage, Foods (2)
Brands of Products 
Placed
Honda, Coke, Malboro, 
Halls, Croket
Position of Product 
Place being used
Honda - Foreground 
Coke - Background 
Malboro - Foreground 
Halls - Foreground 
Croket - Foreground
Target audience 
for movie
Teen
* The numbers of Product Categories
68
REFERENCES
Aaker, D. A., & Day, G. S. (1990). Marketing research 
(4th ed.), New York: John Wiley & Sons, Inc.
Amnatcharoenrt B. (2001). Weak economy curbs spending. 
Bangkok Post: The Post Publishing Public Co., Ltd.
'Batra, R., Myers, J. G., & Aaker, D. A. (1996). 
Advertising management (5th ed.), New Jersey: 
Prentice Hall.
Beckerman, G. (2005). Product Placement: It's Everywhere, 
It's Everywhere, Hidden Angle, CJR Daily. September 
29, 2005.
Belch G. E., & Belch M. A. (2001). Advertising and 
promotion: An integrated marketing communication 
perspectives, New York: McGraw-Hill.
Bhatid, T. K. (2000). Advertising in Rural India: 
Language, Marketing Communication, and Consumerism. 
Institute for the Study of Languages and Cultures of 
Asia and Africa. Tokyo University of Foreign 
Studies. Tokyo Press: Japan.
Boonyaketmala, B. (2006), January 23). The rippling waves 
of new cinema. International Herald Tribune/ThaiDay. 
Retrieved March 17, 2006.
Brook T. (2000). Hollywood for sale. BBC News, November 
25, 2000
Brown, S. P. and Stayman, D. M. (1992). "Antecedents and 
Consequences of Attitude Toward the Ad: A Meta­
analysis," Journal of Consumer Research, vol. 19, 
no. 1, pp. 34-51.
Campbell, M. C., & Keller, K. L. (2003). Brand 
familiarity and advertising repetition effects. 
Journal of Consumer Research, 30, 292.
Chaiworaporn A. (2006, April 11). A Brief History of 
Cinema In Thailand. FIPRESCI.
69
Chalk D. 2006. Product Placement and Brand Content. Chalk 
Media Corp, 2006.
Chon, G. (2006). Jaguar Tries a Living Product Placement. 
Wall Street Journal, June 29, 2006.
Christ, P. (2004). Product Placement Promotions: A 
Multi-Sensory Experience. KnowThis.com, June 2004.
Donthu, N. (1992). Comparative advertising intensity. 
Journal of Advertising Research, 32(6), 54-61.
Dublin Ireland. (2005). The Advertising and Marketing 
Services Industry in the US includes about 30,000 
companies, with combined annual revenue of $60 
billion. Business Wire, September 21, 2005.
Eagly, A. H., & Chaiken, S. (1975). An attributional 
analysis of the effect ofcommunicator 
characteristics on opinion change: The case of 
communicator attractiveness. Journal of Personality 
and Social Psychology, 32, 136-144.
East, R. (1990). Changing consumer behavior. London: 
Input Typesetting.
Ebbesen, Z. (1969). Influencing attitudes and changing 
behavior. California: Addision-Wesley Publishing 
Company.
Eggerton, J. (2006). More Spot Bucks Board Brandwagon. 
Broadcasting & Cable, April 19, 2006
Elliot, S. (2004). In Another Conquest for Product 
Placement, the New Comedy Central Cartoon for Adults 
Joins the Trend. New York Times, October 21, 2004.
Elliot, S. (2005). Greatest Hits of Product Placement. 
New York Times, February 28, 2005.
Epstein, E. J. (2006). How product placement will fund 
the future of movies. The Hollywood economist, March 
27, 2006
70
Erdogan, Z.B., Baker M. J. and Taggs, S. (2001), 
"Selecting Celebrity Endorsers: The? practitioner 
Perspectives" Journal of Advertising Research, 
41(3), 39-48.
First Research (2006), Advertising and Marketing Industry 
Profile Excerpt. October 2, 2006, from- 
http://www.firstresearch.com/Industry-Research/Adver 
tising-and-Marketing.
Fishbein, M., & Ajzen, I. (1975). Belief attitude, 
intention and behavior: an introduction to theory 
and research. Reading, MA: Addison-Wesley.
Fleshman, E. (2005). A Brief History of Thai Cinema, 
Notes from Hollywood. Retrieved December 23, 2005.
Franzen, G. (1997). Advertising Effectiveness: Findings 
from Empirical Research. Admap, Oxfordshire.
Gabler,- N. (1988). An Empire of Their Own. Crown 
Publishers, page 10.
Gillin, B. (2005, January 24) Product placement turns TV 
programs into commercials. Knight-Ridder.
Graser, M. (2006). Product Placement Brokers Succeed In 
Morning Show. Advertising Age, January 30,2006.
Graydon, S. (2003). Made You Look - How Advertising Works 
and Why You Should Know. Toronto: Annick Press
Hovland, C., Janis, L and Kelley, H. (1953), 
Communication and Persuasion. New Haven, CT: Yale 
University Press.
Kalinichenko, I. A. (1998). Brand props in prime-time 
television programs: A content analysis. Unpublished 
Master's Thesis. The University of Georgia. Athens, 
Georgia.
Kardes, F. R. (2002). Consumer behavior and managerial 
decision making (2nd ed.). New Jersey: 
Prentice-Hall.
71
Karrh, J. (1994). Effects of Brand Placements in Motion 
Pictures. unpublished paper, 1994, page 1.
Katherine F. N. (2006). How Product Placement Works, 
www.howstuffworks.com
Kelley, Harold H. (1973), "The Processes of Causal 
Attribution." American Psychologist, 28, 107-128.?
Kelman, H. C. (1961), "Process of Opinion Change," Public 
Opinion Quarterly, 25, 57-78.
Mackenzie, S. B., Lutz, R. J., & Belch, G. E. (1986). The 
role of attitude toward the ad as a mediator of 
advertising effectiveness: a test of competing 
explanations. Journal of Marketing Research, 23(2), 
130-143.
Marr, M. (2005). Hollywood Writers Push Back Against 
Product Placements. Wall Street Journal (sub req'd), 
November 14, 2005.
McCarthy, M. (1994). Studios place, show and win: Product 
placement grows up. Brandweek, 30-32, 28 March, 
1994.
McCracken, G. (1989), Who Is the Celebrity Endorser? 
Cultural Foundation of the Endorsement Process, 
Journal of Consumer Research, 16 (3), 310-21.
McGuire, W. J. (1985), The nature of attitudes and 
attitude change. In The handbook of social 
psychology 3rd ed. New York : Random House.
Mehta, A. (2000). Advertising attitudes and advertising 
effectiveness. Journal of Advertising Research, 
40(3), 67-72.
Miller, G.R. and J. Baseheart (1969). Source 
Trustworthiness, Opinioned Statements and Response 
to Persuasive Communication, Speech Monographs. 36, 
1-7 .
72
Mitchell, A. A. & Olson, J. C. (1981). Are Product 
Attribute Beliefs the Only Mediator of Advertising 
Effects on Brand Attitude?, Journal of Marketing 
Research, vol. 18, no. 3, pp. 318-332.
Nebenzahl, Israel D. and Eugene Secunda (1993).
Consumers' attitudes toward product placement in 
movies. International Journal of Advertising, 20 (1) ,
1-11.
Neer, K. F. (1998). How Product Placement Work. How 
Stuffs Work. Inc. 1998-2006. From 
http://money.howstuffworks.com/product-placement.htm
Newcomb, K. (2006). BMW Uses TiVo Technology to Improve 
Product Placement. ClickZ News, June 21, 2006.
Newell, J. (2006). Product placements saturating the 
small screen. Greenlee School of Journalism & 
Communication, September 8, 2006.
Ohanian, R. (1990), "Construction and Validation of a 
Scale to Measure Celebrity Endorser's Perceived 
Expertise, Trustworthiness and Attractiveness," 
Journal of Advertising, 19 (3), 39-52.
Oser, K. (2005). How a product placement strategy worked 
for Yahoo. AdAge, January 31, 2005.
Parista, Yuthmanop. (2005). "Navigating a slowdown." 
Economic Review Year-End 2005. Bangkok Post, 2005. 
The Post Publishing Public Co., Ltd., 2005.
Paul, P. J., & Olson, J. C. (2002). Consumer behavior and 
marketing strategy (6th edition). New York: 
McGraw-Hill.
Penny, D. (2006). In Defence of Product Placement. 
BlogCritics Magazines, October 1, 2006.
Plamquist, M. (1993). An Introduction to Content 
Analysis. Writing Center at Colorado State 
University.
73
PQ Media. (2005). Exclusive Research from PQ Media: Value 
of Product Placement Market Exploded 30.5% to $3.46 
Billion in 2004, and Surged 16.3% Annually Since 
1999. Media Release, March 29, 2005.
Pratkanis, A. R., Breckler, S. J., & Greenwald, A. G. 
(1989). Attitude structure and function. New Jersey: 
Lawrence Erlbaum Associates, Inc. 1
i
Reid, L. N. (1999). Moviegoers' experiences and 
interpretations of brands in films revisited. 
Journal of Advertising, Summer 1999
Sapolsky, B. S., & Kinney, L.(1994). You ought be in 
pictures: Product placements in th\e top-grossing 
films of 1991. Proceedings of the 1994 American 
Academy of Advertising Conference, K.W. King (Ed.). 
Athens, GA: American Academy of Advertising.
Sauer, A. (2005). Product Placement: Making the Most of a
Close-Up. Business Week, September 29, 2005
Sukwong, D., & Suwannapak, S. (2001). A Century of Thai 
Cinema, Thames and Hudson.
Tallim, J. (2002). And Now a Word
Another Day. Media Awareness
From Our
Network,
Spons er... Spent
2002
Tellis, G. J. (1998). Advertising and sale promotion 
strategy. Reading: Addison-Wesley Educational 
Publishers Inc.
Thammaragsa, S. (1999). PROCESS AND EFFECTIVENESS OF 
PRODUCT PLACEMENT IN TV. DRAMA. Chulalongkorn 
University. Bangkok (Thailand) . Graduate School'.
Vollmers, & Mizerski. (1994). Advertising via the Box
Office: Is Product Placement Effective?. Journal of
Promotion Management
Wernick, A. (1991). Promotional Culture: Advertising, 
Ideology and Symbolic Expression (Theory, Culture & 
Society S.). London: Sage Publications Ltd.
Williamson, R. (2005). Nang Nak. Thai Film Foundation. 
October 3, 2005.
74
Woodside, A. G., & Davenport, J. W. (1974). Effects of 
salesman similarity and expertise on consumer 
purchasing behavior. Journal of Marketing Research, 
11, 198-202.
Yuthmanop, P. (2005). Navigating a slowdown. Economic 
Review Year-End 2005. Bangkokpost.
Zanot, E. (1984). Public attitudes toward advertising: 
the American experience. International Journal of 
Advertising, 3(1), 3-15.
Zazza, F. (2006). Measuring Quality of Product Placement. 
ITVX 2006.
75
